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The Circulation 
—> 


of the local country weekly is gen- 
erally much larger than that of its 





competitive daily. 
Nearly every copy of the local weekly 
enters the household of probable buyers, 
and each copy is undoubtedly read by 
from four to a dozen different persons, 
raising the paper’s circulation to many 
times the actual number printed. 

There is nothing to equal the local 


weekly as an advertising medium. 


e€ é@ 


To reach the country people of the 
New England, Middle and Atlantic Coast 
States, the 1400 Local Weeklies of the 
Atlantic Coast Lists should be used. 

If the advertising is continuous these 
lists are effective and produce results 
most satisfactory. 

One electrotype only is required. 

Catalogue free. 


ATLANTIC COAST LISTS, 
134 LEONARD ST., NEW YORK. 
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THE ADVERTISING AGENT. 


REMARKS OF A. D, HOSTERMAN, ESQ., AT 
THE ANNUAL MEETING OF THE MANAG-~ 
ERS OF THE ASSOCIATED OHIO DAILIES, 
AT COLUMBUS. 


The advertising agent stands be- 
tween the twenty thousand newspapers 
of America and the thousands of gen- 
eral advertisers who spend annually 
literally millions of dollars. 

He is the largest patron that news- 
papers have. 

The special agent’s or solicitor’s 
first and principal concern is that of 
the newspaper as against that of the 
advertiser. 

The reliable general advertising 
agents control immense appropriations, 
being intrusted with the placing of 
business, making contracts with news- 
papers and handling all the details for 
the advertiser. 

After many years of dealing with the 
several agents in transactions cover- 
ing thousands of dollars I find, as a 
class, they are among the best of busi- 
ness men, 

They are to the publishing business 
what the belt is transmitting the power 
from the main shaft to the printing 
press. 

They are entitled to credit for the 
rapid development of general adver- 
tising. 

By the first advertising agency 
newspapers and advertisers were 
brought into relationships that have 
grown steadily year by year. Gradu- 
ally the trade of the advertisers has 
increased. Each year they have en- 
larged appropriations, until now there 
are some whose expenditures in this di- 
rection reach hundreds of thousands of 
dollars a year. 

The legitimate advertising agent 
creates business and deflects a great 
deal of business into the channel of 
newspaper advertising that would 
otherwise be spent in other ways. 

Any one who has carefully read and 
examined the literature sent out by the 


leading agencies will appreciate the 
intelligent, persistent and tilling work 
done by them for the newspapers in 
making new business. ‘They do more 
than the newspapers could do for 
themselves. ‘Through the intelligent 
work of the agent advertising has been 
reduced to a business science. 

In the majority of cases advertisers 
who intrust their business to the suc- 
cessful agent secure valuable returns 
and become year after year better 
patrons of the newspapers. 

The agent is-a necessity, except in 
case of those large advertisers who 
have the very expensive equipment 
necessary for taking care of their own 
advertising. ‘he average advertiser 
has not the information or facilities for 
placing his order direct. If he had to 
attend to the details himself or not use 
newspapers at all, many advertisers 
would spend their money in some 
other way. 

I have been told by the best in- 
formed advertising solicitors that 
many advertisers have said to them 
that if it were not for the general agents 
they would not spend one-fourth the 
money they now do in advertising. 

The general agent, through his tech- 
nical knowledge, is able to recommend 
to his clients the papers best suited to 
their uses, the territory to be covered 
and the amount to be expended. Thus 
profitable returns are assured. 

Any publisher having a medium 
of the nature desired by any given ad- 
vertiser, and able to offer fair and ade- 
quate rates, will find desirable lines of 
foreign advertising coming to his pub- 
lication. 

Thousands of dollars are saved the 
newspapers annually by the responsi- 
ble agents, who assume all obligations 
with the advertisers, It is the excep- 
tion, not the rule, that the agent fails 
to pay his bills. 

It is true that a few of the largest 
advertisers place their business direct, 
but these are the exception and not the 
rule. An observation of several years 
has convinced me that business is 
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more and more centralizing in the 
hands of the agencies. - 

New advertisers, thinking, perhaps, 
to save the commission, frequently 
undertake to place their business direct, 
but most invariably either fail or con- 
tract with some one of the agencies, and 
thus escape expense and the annoying 
details otherwise necessary, besides 
having the advantage of the successful 
experience of the advertising agent. 

Special solicitors might, in some in- 
stances, serve the papers better, but 
certainly would not serve the adver- 
tisers as well. 

So many advertisers place their busi- 
ness direct, because they cannot get 
credit from the agencies, that it is get- 
ting to be an ear-mark of poor pay for 
an untried advertiser to place his busi- 
ness direct. 

Many publishers seem willing always 
totake chances. Frequently this direct 
business is taken at very low rates. 
Good customers are discriminated 
against ; the agent, perhaps, learns of 
the nature of the contract and the ad- 
venturer in advertising procures a 
considerable amount of advertising 
free, 

Newspapers do themselves, the 
agents and responsible advertisers the 
greatest injustice in encouraging un- 
known and irresponsible direct adver- 
tisers. 

I always feel afraid of a new adver- 
tiser who proposes to do his adver- 
tising direct. 

It cannot be wondered at that the 
agencies try to force publishers to take 
business at low rates where so many 
do nothing themselves to establish a 
fixed rate. I wish to say that I be- 
lieve advertising agents make such 
propositions solely because they are 
accepted by a great many publishers. 

Let publishers treat all customers 
alike and not make fish of one and 
flesh of another, and there will not be 
so much occasion for ill feeling 
toward agents. Advertising agents 
are. shrewd, skillful, careful and 
generally successful business men, 
coming up through a long schooling 
of invaluable experience, and are as a 
class worthy men of affairs. 

A publisher’s selling price should be 
uniform—if. this were so the present 
trouble would be overcome, 

Scores of publishers in Ohio accept 
any offer made if accompanied by the 
tempting bait of a check. They regard 
an inadequate price as better than none 
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at all and any income from advertising 
as just so much of a pick-up-anyhow. 
They get what they can for their space, 
no two parties paying the same. 

‘The agent has a perfect right to pur- 
chase the space his client needs at the 
very lowest price he can—the same 
right we exercise when we buy our gro- 
ceries, our dry goods and our clothing. 

A paper’s space is worth a certain 
sum ; the buyer naturally tries to buy as 
low as he can, the seller decides whether 
he will sell or not. If they cannot 
agree there is no law compelling one to 
buy or the other to sell. To complain 
of the agent for offering too lowa price 
when we ourselves have no fixed price 
is ridiculous. 

With fixed rates a new era dawns for 
newspaper and agency; instead of 
friction and dickerings, relationships of 
mutual profit would become the rule, 
as is the case now with the metropolitan 
papers, 

The one-priced system is unques- 
tionably the best. ‘The newspaper is a 
sort of mill, and the advertising agents 
are mill horses carrying a great deal of 
grist. 

The publisher being thoroughly 
awake to his own interests, and the 
advertising agent not behind in looking 
after his, these two active forces har- 
moniously at work will see to it that 
the interests of both are guarded. By 
doing what we agree and treating the 
agents fairly we can do much toward 
assisting honorable agents in obtaining 
business for us. It is the black sheep 
of both professions that are to blame 
for the antagonisms that have been en- 
gendered between the publishers and 
the agents. A crooked publisher deal- 
ing with a crooked agent condemns the 
whole fraternity. 

The agents’ complaint of publishers 
is lack of punetiliousness, Why it is 
that so many publishers fail to do busi- 
ness in a systematic manner is hard to 
understand. Punctuality in manner of 
conducting business and attending to 
correspondence would be prolific of 
greater harmony and mutually profit- 
able relations, Let us as publishers 
resolve the removal of this—one of 
the greatest banes to the life of the 
advertising agent. 

A well-known gentleman, a solicitor 
representing the newspaper side and 
having a wide acquaintance among ad- 
vertisers and agents, knowing their 
methods fully, recently said to me: 
‘** The advertising agents of this coun- 








try are a keen, shrewd, energetic lot of 
business men, and are, with few ex- 
ceptions, pleasant men to meet, and 
my experience has led me to believe 
that nine-tenths of the complaints re- 
garding their treatment of publishers 
should be directly reversed—the papers 
are to blame for the existing state of 
affairs and not the agents.” 

Without the agencies the newspapers 
could not be where they are to-day. 
Responsible agencies are able to do 
business with publishers more syste- 
matically and satisfactorily than can be 
done direct with the multitude of 
manufacturers and merchants. 

The advertising agent devotes time 
to preparing copy, making up lists of 
papers, planning so that the merchant 
or manufacturer can judiciously place 
some new article on the market. He 
has a perfectly organized system of 
serving the advertisers, both present 
and prospective, and advising with 
them in regard to the best papers for 
any given line of advertising. He has 
expert advertising writers and de- 
signers, who take the rough ideas from 
the customers and work out the catchy 
advertisements that form a most at- 
tractive feature in the newspapers of 
to-day. He has a thoroughly equipped 
printing office, an army of checkers 
and other assistants, ‘he newspaper 
could offer no such service to the ad- 
vertiser direct, and the advertiser is at 
a big disadvantage without. That this 
service is appreciated is shown by the 
fact that eighty per cent of the adver- 
tising done in this country goes through 
the advertising agencies. 

The advertising agent who is known 
to pay his bills promptly should be able 
to buy advertising at the lowest rates 
at which publishers are willing to sell. 
The agency that fails in promptness 
has the prompt paying agency at a 
decided disadvantage, and this tends to 
discourage promptness. 

If 2 or 3 per cent discount should 
be allowed for cash, if paid between the 
1st and roth of each month for a pre- 
vious month’s business, and after thirty 
days interest be charged, this, I believe, 
would quickly bring agencies that de- 
lay settlements to their proper level. 
It is a short-sighted and poor business 
policy to offer a premium for delin- 
quency, as the present system does. 

If we, as publishers, in setting 
higher business standards for ourselves 
would demand the same from the 
agencies, encourage the good and reli- 
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able ones and discourage others, it 
would be better. In ten years a New 
York publishing friend of mine states 
that he never lost anything from the 
leading and responsible agents. 

t us encourage the reputable 
agents; they are in a legitimate sphere. 
Let us have a better understanding 
with them all around, a more _inti- 
mate acquaintance, if possible, and 
advertising and publishing interests 
generally will be greatly benefited. 








THE BROCKTON MAN IS VERY SMART. 
Dopp’s ApvERTISING AGENCY, 
No, 265 Washington Street, 
Boston, February 2, 1894. 
Editor of Printers’ Ink: 

We believe Mr. Fuller’s assertion to be true, 
that the Brockton Enterprise never allows 
agent’s commission, but reserves that fur 
bona fide agents doing a general business, 

No advertiser can omit the Enterprise that 
wants to reach that section of Massachusetts. 

Horace Dopp, 


“(ce 

Mr, Cant. introduced a bill in the Assem- 
bly at Albany on Wednesday, Jan. 31, allow- 
ing advertisements in the form of papers and 
books in elevated and surface cars in cities of 
1,000,000 inhabitants, and prohibiting the use 
of advertisementsin any other form, The 
bill is intended to stop the sign hanging busi- 


ness in New York City. 

Mr. ii M. Grapy, the advertising man of 
‘*The May” Shoe and Clothing Company, of 
Denver, says that his firm spends $30,000 a 
year for advertising in the State papers, and 
that the Evening Times pays better than any 
other publication in Colorado in proportion to 
the cost. 





——— a 

Tue Erie (Pa.) Sunday Gazette, founded 
by F. A. Crandall twenty years ago, sus- 
pended publication last month. ‘The only 
cause surmised is conscientious scruples of 
the publishers about Sunday publications, 





“Does literature pay ?” asked the idler, © 
**T should say so,”’ replied the country edi- 
tor, “Every time we print a poem the au- 
thor comes in and buys at least twenty copies 
of the paper to send away.” —Z.rchange. 
——_-or— 


Tuere are a score or more of daily news- 
papers in the United States having a circula- 
tion of 100,000 copies or over, whose expense 
per diem averages from $3,000 to $5,000.— 
National Printer-Journatist, 

—_-+ 


- 





‘*Fear God, Tell the Truth and Make 
Money,” is the excellent motto of the Oroville 
Crescent. The editor goeson to assert: ** Hav- 
ing a larger circulation, etc.,” and in another 
place says: “If you want to get the want 
you want to get, you want to get your want in 
the want getter, the Crescent, The Crescent 


wants to get your want, because it wants you 
to get the want you want to get.” 
$< 
A POETIC TRUTH. 
How dear to our hearts is the face on a 


dollar, yD ; 
When some kind subscriber presents it to 


—Pittsfield (N. H.) Times, 


view, 
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ADVERTISING FOR RETAILERS. 
Edited by Charles Austin Bates. 

In this ent attention will be given to retail advertising exclusively. The inten- 
tion is to « it of practical value to retail merchants, and to that end correspondence is 
invited. Statements of excerience, queries, etc., are in order, and advertisement writers 
are invited to send advertisements for criticism. 











THE APPROPRIATION. 





One of the first questions to be de- 
cided is how much to spend for adver- 
tising. After that comes ‘* How to 
spend it.” 

The amount must depend, of course, 
on the size of the business and the per- 
centage of profits. It is wise, I think, 
to set the figures low. Then in emer- 
gencies and extra dull times additional 
expenditure is possible. 

If you are carrying all the sail you 
possibly can, and the wind dies down 
a little, you will lose your momentum. 
If, on the contrary, you have a “* bal- 
loon-jib” to run up, and a few reefs to 
let out of the other sails, you can go 
right ahead. 

The same idea applied to the appor- 
tionment of the appropriation is a good 
thing, too. 

Ido not believe in the fixed-space 
idea in advertising a retail business. 
That is to say, I would make space 
contracts for so many lines or inches 
to be used during one year, and not for 
a certain four, or six, or eight-inch 
space every day. 

Ordinarily, of course, the size would 
be the same from day to day, but vary- 
ing conditions of trade should be met 
by variations in the size of the ad. 

Every business house, no matter how 
small, should have in convenient tabu- 
lated form the exact amount of busi- 
ness transacted in each day, each week 
and each month of the preceding year. 
Alongside these figures should be 
placed the results of the present busi- 
ness. In that way losses and gains 
are immediately apparent. You can 
work with a definite goal in view. 
Each day of last year stands by itself, 
and to equal or exceed it is your daily 
task. If this cannot be done easily 


and in the normal course of business, 
increase your advertising. If you know 
that Monday, Feb. 26, was a big day 
in’93, use extra space and extra effort 
in your ads on Sunday, the 25th, and 
if need be during the whole week. 
That's the way to take advertising— 


just like medicine. It is medicine. It 
is a tonic, a curative, a stimulant. 
Take it as you need it. 

I would divide the appropriation 
something in this way: Use the best 
paper first and take enough space to 
make the ad effective; use all you 
profitably can in that paper before you 
consider any other. I would rather 
have one good ad than two poor ones. 
Two short poles are not as good as one 
long one when you're after persim- 
mons, When you have all you need 
in the best paper consider the next best, 
and soon. Schemes aud programmes 
and novelties can wait. You'll not 
lose anything if you leave them out 
altogether. In deciding what propor- 
tion of the total space to use every day 
I should set apart 10 or I5 per cent 
for emergencies and divide the rest 
more or less equally between the days. 
‘Too many business men look upon ad- 
vertising asa game of chance. They 
do not give it enough thought. It is 
treated superficially. They <dvertise 
because they know that most success- 
ful men do advertise, and not from any 
well-grounded confidence that it will 
pay. They look on it as more or less 
of a mystery—as something different 
from their real business. 

A great deal is said of the mystery 
of advertising, of its sybtlety aud its 
uncertainties. It is as simple and cer- 
tain as daylight, once you think of it 
in the right way. It is just as simple 
as hanging up your sign or saying 
** Here are some fine peaches, Mrs. 
Jones—20 cents a can.” When your 
ad goes in the paper you are simply 
hanging up thousands of signs and 
speaking to hundreds of Mrs. Joneses. 
If you can make them believe that 
your peaches are cheap at 20 cents you 
have only a little less chance of selling 
to them as to the particular Mrs. Jones 
in the store. You can generally make 
them believe what you say if you are 
honest. I have a theory that it is as 
easy to detect a dishonest ad as a dis- 
honest man. Something in the face of 
the man and the ad tells the story. 




















A COMMON ERROR. 


geen ee ole 2, 1894. f 


Editor of Printers’ Ink: 

Inclosed you will find two illustrations of 
my idea of a good ‘“‘ad.’’ I do not believe 
that the most prominent line should be the 
business advertised. For instance, how much 
attention is likely to be paid to an ‘“‘ ad,” the 
main line of which is Groceries. The instant 
the reader's eye rests upon that “ad” he 
knows its mission and will not take the trouble 
to read further and find out at what particular 
number of the street the store is situated, to- 
gether with the fact that they “carry every- 
thing in the grocery line’’ and ‘*‘ sell below all 
competitors,” I think, unless the huge pro- 
portions of the ‘tad’ alone draw attention, 
the prominent line should be something short 
and catchy—something which will at once 
attract the attention and arouse the curiosity 
so that the reader may be induced to read 
further. You may use the inclosed on your 
specimen pages if you find them of value. 

Respectfully yours, A. W. DENNIS, 


NAME IT 
SEIRECORG. 


Why, of course, it spells groceries when you 
read it backward, and that is just what C. H. 
Jones & Co. dealin. They carry a full line 
of everything in the way of provisions, etc., 


ete,, etc. 
C. H. JONES & CO, 


A 
DAM 


had all of the luxuries of life (that is in the 
way of edibles) in great abundance in the gar- 
den of Eden. The citizens of Boston havea 
place where they can procure everything in 
the way of edibles, in great abundance, at 
Smith's Cash Store, the best that can be ob- 
tained and at the lowest prices. 
SMITH’S CASH STORE, 
tr1r Washington St. 














There is something in this theory, 
but not exactly as Mr. Dennis sees it. 

A misleading or obscure ad is a 
mistake. The name and _ business 
should be prominent in every retail ad, 
unless there has been established a dis- 
tinct individuality in the style of the 
ad, so that the style advises people 
what to expect in the matter. 

I do not believe in masquerading. 
If you follow Mr. Dennis’ theory you 
would curtain the front of your store, 
so that the line of goods handled could 
not be determined without going in- 
side. It is all right to use a catchy 
head-line, but it should have directly to 
do with the goods talked about. 

Suppose you do delude somebody 
into reading your ad. If he is not in- 
terested in your goods he will not buy. 
If he is interested he will read your 
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ad anyway—if you make it readable. 

Generalization won't do. Jokes 
won't do. If peopie want humor and 
miscellaneous reading they will turn to 
the departments in the paper devoted 
to those things. 

An ad ought to be about some 
special thing and ought to give some 
news about it. Instead of saying ‘‘a 
full line of groceries,” talk about spices, 
or canned tomatoes, or catsup—some 
one thing. 

Tell something about it—where it 
grows, how it is made, the price— 
especially the price. That’s news, and 
people will read it. 

You can use any kind of a heading 
you like—make it as striking as you 
can, but have the character of ad per- 
fectly plain. 

The object of retail advertising is 
twofold—direct sales and publicity. 
Publicity—keeping your name before 
folks—is really incidental. That bene- 
fit will accrue, no matter how you ad- 
vertise. You accomplish it just as 
much when you advertise for direct 
sales as when you don't. Sales are 
what you are after—now, not next 
summer, ‘‘ Sufficient for the day is 
the advertising thereof.” Publicity is 
part of the cumulative effect of adver- 
tising, and should be counted just so 
much clear gain. 


HERE IS A GOOD ONE. 


Here is a good ad that comes from 
the Washington Star. It has a strik- 
ing caption. It has a little humorous 
twist to it that produces a smile, 


Indian 
‘s Fakirs °° 


are able to impersonate death as long 
as six and even ten months, It would 
be a good thing for the public if the 
“ shoe” fakirs of Washington would 
impersonate death eternally. 

We have always made it a point in 
our advertising to *‘ make the adver- 
tisement fit the shoes.” 

We don't claim that our $3.50 
Shoes are worth $6 or $8, or. that 
they are reduced from those prices, 
for we ae always o them %. _ 
one uniform price o 50. ey 
are pliable, durable, pamtont fitting— 
always fashionable and thoroughly 
comfortable — you would probably 
guess their price to be $5 by their 
appearance ~ but $3.50 takes ‘em. 


F. H. WILSON, 


(Successor to Wilson & Carr), 


929 F St., N. W. 


Then it settles down to business 


HR HEHRHRHHRHRHRHRHH RHEE 
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with a plain, straight talk that is 
plausible—believable. When you get 


through reading it you feel that you 
would be safe in buying shoes from F. 
H. Wilson. ‘Fhe only fault in the ad 
is that the word ‘‘ shoes” does not ap- 
pear prominently somewhere. 





For a Hardware Dealer—(Ly J. B. Milis). 


Gladstone’s Ax 


was exhibited at the Chicago Fair—per- 
you saw it—perhaps you didn’t. 

r. Gladstone does not manufacture 
these useful tools ; no, that was not an 
‘‘ad’’—it merely showed you the ax the 
“Grand Old Man” used in felling trees 
on his vast estate near Hawarden, 
England. 

Speaking of this ax and, in fact, hard- 
ware in general, we have a fine stock, 
hammers, saws, files, nails, well—you 
know what a first-class deater usually 
has in stock. 

Drop in—pleased to see you. 

M. Y. HARDMAN, Nailville, Pa. 





For a Tailor—(By *‘Tet.”). 


. . 
Milk Maid 
alwavs looks charming—on a picture— 
and wins the admiration of all man- 
kind. 


Our 
Tailor Made 


suit at $18, or a pair of trousers at $4.50 
look exceedingly well on any man and 
are admired by both sexes. 
WE MAKE ’EM. 
COAT, LAPPEL & CO., Finest Tailors. 





For a Butcher. 


We “ Meat”’ Everybody 


at our store, and it is generally an en- 
tirely satisfactory meating, ‘Then 


We Tender Tender Meat 


to our customers, the freshest, sweetest 
and juiciest to be had. Our mutton is 
sold as mutton, not as spring lamb. 


The Lamb Costs More 


and we charge accordingly. Same with 
beef—choice cuts are sold as such. No 
lies—no misrepresentations. 


They Lose Custom 


—never gain it. We simply guarantee 
our beef, veal, mutton, lamb, pork, 
poultry and vegetables to be just as we 
say they are, and with the price we ask. 
Yet the people keep coming to us. Our 
statements must be true. If this is 
the way you like to do business, call at 


4t Amesbury street, the establishment 
JOHN M, LYNCH, 


of 








PRINTERS’ INK. 


For a Furniture Store—(By J. S. Briggs). 
THE BURGLAR 
WHO SHOT THE MAN 


from under the bed in New York re- 
cently would have failed in his design 
if the bed had been furnished with the 
Three-Ply Woven Steel Wire Mattress 
we are now selling socheap. This is 
merely an incidental advantage in their 
use. Our salesmen are ready and will- 
ing to explain the solid, substantial, 
every-day reasons why you should have 
one. Consultations free. 
SPOT, CASH & CO. 


For a Clothier—(By B. E. Emmett). 
We’re 
Awtully 
Stuck-up. 


And it’s just on account of our clothes, 
too, We just think that, when it comes 
to clothing, there’s nobody in this town 
that can quite touch us, Our garments 
are cut in the most fashionable styles. 
The goods in them are of the latest de- 
sign and of the finest quality. They 
fit toa ‘*T” and the celenantblp is of 
the most superior order. Now, we don’t 
want you t» get ** stuck up,” but you li 
understand why we are if you’ll look at 
these prices and then examine our 
stock, 








For a Furrier—(By G. E. Fairhead). 


JACK 
FROST IS 


busily engaged in frescoing windows, 
draping trees, tripping up pedestrians, 
nipping ears and chilling unprotected 
humans simply because they are not 


KEPT 
WARM BY 


wearing fur instead of cloth overgar- 
ments, derby hats, kid gloves, etc. Fur 
only gives perfect protection. All furs 
are not expensive. A guarantee goes 
with every one of 


PELT’S 
FURS. 
For a Druggist—(By E. L. Couillard). 
Speaking of 
Tooth-Brushes 


Here is one to attract your attention, 
It is one of those guaranteed-fast-bristle- 
or-your-money-back-kind, and sells for 
25cents. It is a four-rowed bieached 
bristle brush and comes hard, medium 
and soft. The bristles won't come out. 
We have a brush for 15 cents. It'sa 
pretty good brush, worth all we ask for 
it, but it’s more expensive in the long 
run than the 25 cent one. 
CITY DRUG STORE, 
Boomtown, 

















Classified Advertisements. 
Advertisements Slate this head. two lines or 
more, without display, 25 centsa line’ Must 
be handed in one week in advance. 
WANTS. 
4 Ne ange Begeatun wants your 





poe. your own paper. Write THE 


JESTER CO., Rochester, N. . 4 


a Columbian postage, sta mps are bought 
t by ET. PARKER. Bethlehem, Pa. 


N EWSPAPERS and circulars dist. in exch 
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Courntaat all-round 


r and news a Able to take 
= “ LOGAN,’ mathe ters’ Ink. 


At™ LESS THAN FIVE CENT a on nny we offer 
un fine half-tone used 


are copies of famous tings. Just the 
for attractive adve D, Send 10 cents for 
Wig co rices. x 5 

BAD olyoke, Mass. — 

(CIRCULATION Position wanted by aman who 
nage big elt “dail Also well versed in 

ma ron . wi 

all b hes of co : unting-room work. Would 





for adv. space. Box 229, Rose, N. Y 


ye autograph si ater e ved for 2c. 
Sent postpaid. E BEE, Peoria, Ill. 


IN ge Samplesand terms free. Send 
6c. postage SWANK MFU. CO., Fremont, O. 


1 000 LADIES’ adéresses (°93), answers to 
Rose, N. Y. 





ads with money 33. C.J. BARLESS, 


25,000 


ADDRESSES in exchange for adv. 


space ; $2 per M. C J. BARLESS, 
MEFs your —_ chalk plates. For iculars 
formula, write ER,” 705 


“ ENGRA 
Woodward Ave., Detroit, Mich. 

66 ie TALK ABOUT BOSTHESS.” - had mail. 

40 cents; cloth, 75 ce! FRE- 

MONT PUBLISHING CO., Prensemh, sar 


66 GMALL TALK ABOUT BUSINESS.” 
booklet tells about it—sent free 
FREMON? PUBLISHING CO., Fremont, Oh 


Be o compositor, capable of | of taking charge. 
read proo mperate, honest, indus- 
trious. "CHAS. F. STEPHENS. Plaintield, N. J. 


E VERY person troubled with corns, bunions or 
4 warts to send for free sample bottle of <7 
sian Corn Cure. M. COHN, 332 W. 5ist St. 


UBLISHERS desiring to increase their atin. 

tising patronage are invited to send descript- 
tve matter (circulars, etc.) to “ UP-TO DATE,” 
care Printers’ Ink. 


of a daily paper wanted, by a 

young man of experience. Will guarantee 
to_ insert all , complicated ads_ without error. 
“ ROBERT J.,” care Printers’ Ink. 


} Pogget rnc pepeetes.- Ts—A good all-around news- 
4 ey and trade journalist is open to anen 

ment. Experienced court stenographer, 
editorial writer. “J.J. F.,” Printers’ Ink. 


7 ANTED—A home job. Experienced office 
man practical bookkeeper, familiar with 

i of dddress TRAVELER,” work. References furnish- 
RAVELER,” care Printers’ ink. 


FOR #1. Just the the thing for advertis- 
ers togive away. Our Premium Coin 
Book , with prices paid for old coins’ Your ad 
on front and back. Sample, 10c.; $5 per M. OUR 
OME, Rose, N. Y. 


PP zerve_we want a man in every local- 
ity to act as private Baccnnenene under in- 





structions. Experience Stam mp 
for particulars. NATIONAL » DETECTIVE BU- 
REAU, Indianapolis, Ind 


1D° you wanta snap! A complete book, job 

and newspaper office, doing the Arkansas 
State printing and having a general patronage, 
is offered for sale at a bargain on easy terms. 
For particulars address ROBT. W. LEIGH, Mor- 
rilton, Ark. 


Naware PERS, circulars, samples, etc., dis- 
tributed in District of Columbia and ad- 
joining States ; signs nailed up; _— wall, bul- 
and” barn and fence e advertising ai apps i mailing 
dressing. 
Ke -5 D.C 
———_ advertisements, to ~ cong ed 
ted for PRINT 


the year, 
at a dollara word if 
ders not Cay 
words, Ten ~ 1 pays for inserti 
a whole year; eleven words wegh 
#40. All yearly advertisers are 
ceive the paper without additional charge. 


fi paid for in eavenes. Or 
is rate for less than ten 





refer goin; South, or west of 
est testimonials. Address B. E. SPENCER, 1 
Summit St. aGleveland, "Ohio. 


red. 

| may 0 of wide-aw: 
pas ED TRA 
918 F St., Washington, 


(CORRESPONDENTS TS_WANTED—tverywhere 
my iad © ws itente daily dail: that. t 
raphs and news at are ex- 
petly i PRINTERS’ Ink’s line. >, just be 
are welcomed. 
nog name shall be p! 
at you may receive the or regan | 
peace how to lend effective by ward making 
better. Address all coummnnabenshons 
ERS’ INK, New York. 


SUPPLIES. 
y AN BIBBER’S 


Printers’ Rollers. 
TF pesceanes gives circulation to its 


7. 


“ etching. BRU pave & COOK, 19 
Water St. ork. 





DVERTISING su ——= = business when noth- 
ing else will. ST. NICHOLAS. 
rr a ry ” CARBON | BLACK. 
For fine ——— Pittsburgh. 
ORSES can’t py anythi 
HS if frighten when iied with ty elaaths 


Halter Rope. KENNE! ee Jersey y City.N J. 

= PAPER is saa ah manufact- 
red by the W. D. WILSON PRINTING INK 

Co., L’t’d, 4 Spruce 8t., New York. Special prices 

to buyers. 


= DESL Ens M. Plummer & Co., 45 

.. N. Y., sell every kind of paper 

used by printe 3 publishers at lowest prices. 
Full line quality of Printers’ Ink 


7 THE INSERTIONS OF YOUR ADS— 
eee 100, oe rT 1,000, I will fur- 

nish cards wh and most com- 
plete method of = oa of the = 
of your advertisements ever pee 
P. Rowell Adv. Co. have used them for the 
twelve years. Address WM. JOHNSTO! 
Spruce St., New York. 





BILLPOSTING AND DISTRIBUTING. 


| §— DISTRIBUTE bills, ete., i Se. in Muskegon, Mich. 
Pp. 30,000, =e > for’ 60, 40, 90 and 18 miles 


om at ith’ horse it. 
PETER P. STERETEE, EE, Muskegon, ich. 

PAYS for yr mailing 000 circulars and 
&3. 00 gives ¥ —¥., a Fig free for 3 


months in A Yasunp. Address DECKER 
ADV. BUREAU (Ro (Room 3), Sm Smith Bldg., Boston. 


BEES matter and circulars of all | oe 


TISING ASS’N, 112 Dearborn, St., 
pereairtece a wish to reach the people of 
Missouri, Kansas, lowa -_s Tilinois with cir- 
otere aa, signs, magnets etc., 
nd with the CONTI ENTAL AD- 
VeRTISING DISTRIBUTING CO,, Pleasant 
Hill, Mo. Lock Box 298, 
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ADVERTISING NOVELTIES. 
tt wt ‘geen rates invariable in ST. NICH- 


M ’send AZZAROTH—Beautiful calendar in colors. 
IVI Send stamp. BIGGS, Box 645, Louisville, Ky. 
‘WING machines will boom ces. circulation 
Siete to culars and a = 
‘abash Ave. sh Ave., ( 

3) AMATEUR DR papers, all ns our 100. Free 
‘haser a handsomely- bound “Adver- 

tiser.” a EWS-LETTER, Has! Hasbrouck Hts., N. J. 


eo your circulation or sales by using 
Adapted to iat thing hae D. a i 
sell an: anywhere. “ 
Alburgh 8p: rings, Ve. 


Y CABINETS for electrot slectrotype are dust-ti “ 
vermin-proof. V: us sizes. 
lists. ‘Advertisers need them. “HEBER WELLS, 


8 eae St., New re 


1 inviting announcements 
eA yy Bi ene Novelties, likely to benefit 

footer oe well as advertiser, 4 lines, 25 words or 
less, will 


be inserted under this head once for 
one ‘. dy 
ore than 10,000 circulars ( 


1,000 38 
she, Hoeven ee 


LETTERS (postag (postage .00) are more 





ADVERTISING AGENCIES. 
AM indorse ST. NICHOLAS. 
EO. 8. KRANTZ, special ad 


‘ent for 
WY dailion “108 W 14th Ste 


peyersras Advertising Pure 
Agency. 19 East 14th St., New York. 


PSeranO Wei hee, 
100 


LEADING dailies, circ. 6 1 ute 

FLETCHER ADV, AGENCY. Cleve and,O. 
HAS. K. HAMMITT, Advertising,231 Broadway, 
N.Y., willserve you effecti effectively, economically. 


I ou paves in mind placing dene Br © a line of advertis- 
tng anyw SN aa CRANS, Room 4, 
No. 10 prece St. 


manner in the 


ky 130 Sco eees to adver in an; 
- MARTIN CO. 


HERMAN 
n, D.C. 


Teyour a: to advertise an ening on here 
any time, write to the GEO WELL 
ADVERTISING CO., 10 + 10 Spruce St., Newt York. 


| aaa NevePiLiLait WICK: roi rietor, 


uu St., New York. 
LIVE seria apace ia soa in exchan, fer ad- 
our us. 
HERMAN J. wavy Me TIN CO. - wa 7th Ste, Wash. D.C. 

A. J.  SORRBON, 

way, 

New York. 

Get his figures. 
oe: RLES H. FULLER’S NEWSPAPER apy: 
Ly at ay Dearborn St., Fp Chiengo, Il, iy 


Court, How Yori = ee 


pram is in ae “Wwe are pers all over 


/ ents and reporters for new: rs all over 
the U.S. Write us. RMAN J MARTIN CO 
1902 7th oo Washington, D-¢ D.C. 


E journals not not already on file with us 
‘Tivplease se send adv. rates and commissions. 
TED TRADE & cation PRESS, 
Washington, D.C. Established 7 
‘).HE INTER STATE [oiiemeee 4 AGENCY, 
of Kansas City, Mo., enjoys unusual facil ili: 
ties for handling any amount of ae 
can name lowest rates and guarantee is- 
faction. Write us—send your liste and “* copy.” 
———- +e 


THEATER PROGRAMMES. 
DVERTISING in N.Y. Caster programmes, 


t season 4%. For ore, etc., address 
ADOLPH STEIN, 113 E. 1th ‘Bt. N. fo Be 





PRINTERS’ INK. 


TO LET. 
ADVERTISING space in ST. NICHOLAS. 
ry°O LET—Front office in pane No. 10 Spru 
POEET. “Large and well lighted ; steam heat ; 
electric tight; about Too. Can obo 


several offices. Rent, $50 a month. 
For further \ epmennens address GEO. P. 
ROWELL & 








FOR SALE, 
ADVERTISING space in ST. NICHOLAS. 


GR —-—¥ s result from advertising in Tr 


Kare FOLDER, #15 A100. Cost $250. Address 
Mass. 


$3.5 


BUYS 1 INCH 50,000 copies crown. 
WOMAN’S WOR! a heaag-ae a. 
100 sepeweite ‘at a big be 
At iect best make. 


Tr used, 
FAI IELD, TEL. Wind Gap. Pa. 
6x9 coined lored or white circulars, 
50,000 or 100,000 or $28. 5 joatehy dis isay 
and new type. ANDON “Columbus, 0. 
Fvstand ves <phee Pear! press, 25 fonts job type, 
job and news “wet thirty-five pounds 


y t; ‘ost q 1 new, and a 
4 mre ct E. ROOKS, Martin, Tenn. 


ANDSOME illustrations and initials for mag- 
— S a and pg a printing, So be. 
Bae r inch. Se ma Co. N 
‘AN ILLUSTRATING CO., ono N.J. 


NEW newspapers. A . A list of the names of the 
new news| rs started each week, fur- 
nished s a application. For terms dress 
RIDGE M Box 375, Ridgewood, N. J 

[* 


ou are an advertiser, stop. One chapter in 
‘owler’s Building Business is worth $3.75. I 

have 48 chapters, bound, 

$180.00. For the month of Fe 


waeins —— 75, or 
1 sell 
same for $2.00, eg 


re I wil 
‘ou, s17800. 
Answer at once. E. 
Denver, Colo. 


CLARK.  Te0d. Curtis St., 

ee good farme farmers to buy ten good 

W ‘arms which we now — for sale at low 

mt, 23 to 20 acres— 

indsor County, Vermont. "send 

scriptive catalogue to DEARBO BORN. &C 

ood Junction, A eens central office. } 
office, 











MISCELLANEOUS. 
Ss" NICHOLAS. 


E PITOMIST, E-pit-o-mist. A maker of epitome. 


a et BIBBER’ 8 
Printers’ Rollers. 


I ONG’S Solid Mucilage cilage Pencil. Outlasts, out 
4 sticks all aes agen ready, no muss, 
no bottle, no brush, no souring, no waste, no 
spilling, no smell Mends te torn money, torn mu- 
ic, torn books, torn Nan tae a. oe Single 
pencil outlasts6 — of mu: Sample sent 
tpaid for 25c. 1 dozen by ma mail id for 
bras Address E. J. JACOB, Morton, Ill. 


ELECTROTYPES. 
V T. BARNUM & OO.’s New York office for 
. 


the convenience of their patrons in New 
ved to Rcom 1313 of 





York and vicinity has remov: 
the new Vanderbilt Building. 


DVERTISING ‘ELECTROTYPES. Patent 
light-weight metal backs. “Best work. 
ieee service. Wo M. T. BAR- 
NUM & CO., Electrotypers, N New Haven, Conn. 
ELLUTYPE is preferred by advertisers be- 
cause it is 10 pers cent chea than other 
wood or metal base cuts; it isso pent f for yas 


purposes you save the ‘cost of cu 
wood as well as a special cut die. ores 


and cellu machinery manufactu: 
J3.F.W. DORMAN CO., Baltimore, Md., U. 8. 

















PRINTERS’ 


ADVERTISEMENT CONSTRUCTORS. 
S* NICHOLAS. 
“| ad if sent 


25 fy to M. PUTTER Ae Frank 'd Av.. Phila. 


ci HARLES AUSTIN BATES, New York, 620 
An enus_plafs English Aas, circulars jogues. 


Be 
iar. 


| Be Feb. 21 I’ll send free an ortatanl a6 ad tng 
ee who inclose a 2 cent sta Pn 

after that date will be $1. BEKT MOSES, 

Lock Box 283, B.-L, b we 


[ WRITE ads that fix your wares in the read- 
er’s 7g SR... 4 money netizer, 
estimates SED SCAR- 

ORO, Pox 6S, Station W. “preckiy 


ROCERY and hardware at arte, Seniene by one 


aaa “a St., W. Toront Toronto, Ont. Money of- 
fers for sample business’ ads. Open to ev- 
rybody. Try your hand. Write for particu- 





¥ of the foremost ad writers of the day, at 
papas —_ every retailer can afford. nd 4c. 
nd card for Na, >. WHEATLEY, Ret. Dept. 
. ype Bldg., C icago. 
ons of Ideas for Advertisers.” 50 illus- 
rations R .. ote of — A ye EO ads. 
sable of type. vine hs of Ay. 
tions. Second ed: Price = 
D. T. MALLETT, publisher, 7 78 Reade St., N. 
ETAIL SHOE SELLERS—For the 
introduc my work to 50 retai ahoe "Se dea 
ers, I have prepa: a series of twenty ads a 
plicable to any shoe business. Exactly 50 pkey: of 
these ads have been rep I don’ . think a 
print any more, so if y ant a set send 
$2 pretty quick. tt you don't like them send an 
get Penn money back. I think you'll like them 





eo peop os oth to becorie a customer at 
what after, i bldg iw: 
CHAIELES al Rusti “BATES, Vanderbilt 
. ¥. “ Ads that sell goods. 
BOOKS. 
I a} SIGNALS, a = _ ractical 
yh for general advert ice, by 
mail, pares TRINTERS" INK, 10 
Spruce he = York 


90% IDEAS on PR composition is a 
pamphlet showing ninety different 

ways ye which the same Fin ae aavertise- 

ment can be displayed. Advertising managers, 

publishers, Ceeaguenae and others should have a 

oe poms 5 mail for 25 cents. Address THE 

ND TER CO., publishers, 216 Monroe 
St. ‘nae 


STREET CAR ADVERTISING. 





INK. 


NEWSPAPER INSURANCE. 
NSURE t and future business by umng 
8T. NICHOLAS. wy 
N Pad ae What made 
‘ow did Answers art 
p wel nearly a vertion YN —_ 
svendae Advertiser in res 200 er om 
Fad Ce ee r—FREE NSURANCET 
HE ‘cou N COMPANY, No. og Broadway 


Ij 


New York, is the only the United 
tates for ing contracts Soaban for 
use of cones, ss, or call. Always py 


ADVERTISING MEDIA. 
Eo. E-pit-o-mist. A maker of a brief 
and compact treatise. 


eee TaAN GUIDE. Mailed on ang of 
oe ea DAY, New Market, if 

| 5 hg 
line. i a Y. 


DEALER’S MAGAZINE, 
ay for copy. 78 Reade St., 
govas the State of pen. 13 leading dai- 
FRANK 8. — Tribune Bidg., N.Y. 
- Tson adve in PRINTERS’ INK 
to the amount eof #10 $10 is ; entitled to receive 
the paperforone year. 


\ ’ ANTED — Rew Pondon before examine THE 
ay hw New ——, before placing adver- 
onnecticut. 


Dvr. aaa said each of 140 local weeklies ; 
‘Be. 4 line a week. Only one ele:tro' - 
cae UNION CO., 15 Vandewater St., N. 


Te METROPOLITAN AND RU RURAL HOME, 
N-Y., an cultural and family journal, is- 
sues over 500, monthly. | It pays advertisers. 


E INDEPENDENT. Owr Own y 
paper. Send for estimates to 
WEE ES CoO., 132 Nassau 2 Nassau St., ' York City. 


4 Church Press A 3 Association. Incorporated, 
publishers of “or Church 
bined circulation, 35 
10 8. 18th St., P 


1 OMES AND HEARTHS is a winner for ad- 

vas ms nae mont! ; put it with the 

es ie; yearly Seed} go WAT 
T NBERG'S GENCY. a1 Par 21 Park Row, N 

T° extend your Cunstien anadian business u A ts Do- 

minion —e Rates 

4 moderate. ures vifteoral Miidrese CAN- 

READY-PRINT T CO., Ha Hamilto 


DVERTISING in newspap nounpegers ot,“ a> inown cir- 








culation” means “ BUSINESS.” r partic- 
ulars address A. FRANK RICHARDSON, "yhibune 
Bldg., N. Y. Chamber of ber of Commerce, Chicago. 


COPIES per issue is the correct 
349 142 averexe 00 { THE LaDIEs’ 
for 1 Reprints of Nov. and Dec. issues, lately 
made, brin, a average to this figure. 





\ 7RITE TO FERREE, First National Bank 
Bidg., Hoboken, N. J. 
RB inducements for advertising on Se ele- 
ated railways New = —— kiyn and 
street cars everywhere original 
sketches free. COHN anon, Temple Sourt Y. 


ILLUSTRATORS AND ILLUSTRA TIONS. 
St NICHOLAS. 


F° R magazine illustrations, H. SENIOR & CO., 
10 Spruce St , N. Y. 
D342 siestehes and illustrated ads | ov 
65 West Ave., Buffalo, N. Y. 


SPECIAL WRITING. 


Nd = publishers find my confidential “ ed. 
\) cop; Aas t increases circulation. Pol- 
itics to + at T HAMMOND, Newport, R. I 


ADDRESSES AND ADDRESSING. 
St NICHOLAS. 


PERSONS who have facilities for bringing ad- 
vertisers and consu i 

lists of names and addresses 

in 4 lines, 25 words or less, under this head once 

for one jollar. Cash with order. 


ear ran 4 age? copies, bal: 


Will be leswer ‘this i 
publishers, New Yor! 

QEND IN YOUR ORDERS FOR 18%. voury 
‘ orders for classified advertisements 
PRINTERS’ INK will be vb cages at 124 neni 
while present disco vail, and contracts 
carry with agen the. ems to use additional 
space, within reasonable limits, “a same 
Address PRINTERS’ INK, <\ospruce St. New York. 


| Des pepe tt per am special arent for 
the offic leading oO! va- 
fraternal onners. ne fic one. tim: - 


rious 
18 of f the best pa) 
nished special ists of of Masonic, Royal Arca 
num, A.O hts of Pythias and all oth- 
ers of this class. Send for list and rate c 

RANTZ, Special Agent, 1 102 W. 14th St., N. . 


wes HEN the a eee shers of the AMERICAN | yd 
NEws say that paper 

circulation mn of ag 000 or more, they mean nasen cunealy 
they sa: and guarantee = prove i 

They tell you ght here wel th 


have it. That 
Means business. Now, if e a look at the 
rate-card of this m +y farm ouract, ty 


ad 
will find that the price asked for 
lower than that of any other paper of | its class in 
the world having a circulation of like extent and 
character. . too, means business. Business 
for the paper, business for you. It aes pay you 
— tet, ORO. well to take advan’ present 
‘0. 8. BECK, 193 World °9 New York 
City, Easte manager. 
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PREMIUMS. 
OX o’ Brownies” (rubber stam; samp. retail 
25c.). EAGLE SUPPLY CO., New Haven,Ct. 
Ov; has the best premiums. HOME 
BOOK MPANY, t 142 “leg age NewYork. 
EWING machines half p blishers. 
Lists free. AM. MACH CO. cago, Ill. 
S*. NICHOLAS celebrates his twenty-first birth- 
day so that the first edition of 
the November number is all sold. 
bg Ot premiums. The latest ideas in 
Fy mplete books. ARIEL BOOK 
CO., 1113 Market St. , Philadelphia. 


SREBIO ng machines are the 
PAVill Increase your circulation, FAVORITE 
MFG" 00. 542 


342 Wabash . Ave., Chicago, Ill. 
NEWSPAPERS 
ano PERIODICALS. 


Advertisements under this head, two lines 


sé 








PRINTERS’ INK. 


VERY alert business man finds it essential to 
oneees a order ay LT 4. = 

tha he should ecloct the best clnas of $a 
ertising, and in 


in which to do that adv ag 
he will find Taz OLD HOMESTEAD, A ita, Ga. 

Prompt a as g B71 etc., se- 

L. HARRE rm 


Ae. assau 
WARREN LE ablish 


\ EORGIA—In ae jesue of March Mth PRINT- 
x ERS’ i} will publish an article on the sub- 
ject : “‘ What papers shall an advertiser use to 
reach the people of Georgia!” ‘ontributions 
are invited from persons who deem themselves 
competent to prepare such an article. If use is 
e of any article peut in. in response to this 
invitation, due credit will be given, ye our cor- 
respondent will be entitled toa year’s subscrip- 
tion to PRINTERS’ INK in payment for service 
yendored. 











IDAHO. 


DAHO—In its issue of March 2ist PRINTERS’ 
INK a Lom] an article - the subject : 
ll an advertiser use to reach 

La a of “Idaho?” Contributions are in- 
from persons who deem themselves compe- 
tent to prepare such an article. If use is made 





of any article sent a in response to this invita- 
tion, due credit will be given, and our corre- 





teithout display, # cents a tine. With dis the 
Wo conte a line. Meat be handed 
in one in advance. 
CALIFORNIA. 


will be entitled to a year’s subscription 
to PRINTERS’ INK in payment for service ren- 





‘ [PRE 108 ANGELES TIMES, So. Cal.’s 
per. Sworn circulation exceeds 13, 


CONNECTICUT. 
THE RAMBLER pess‘crr. 


N°, daily in Eastern wae it has so ——_ 
as THE DAY, New London, 

LABiget HOME JEWEL. New Haven, Ct. 

A High-Class M: Will pay advertisers. 


New Haven. 


State and Territ’y. 


‘DELAWARE. 


ELAWARE — In its issue of February 2ist 
eg 5d NK wiil publish an article on the 
rs shall an advertiser use 
le of Delaware!” Contribu- 


daily. 








rt, Conn., 
Savertieera. 

















The otarstors gi, 








pre 
made of any article —_ in, in response to 
this wuvitation, due credit will be given, and our 
ey = it will be entitled to a year’s sub- 
sori to PRINTERS’ INK in payment for serv- 
ice tendered. 


DISTRICT OF COLUMBIA. 


A LERT advertisers advertise in KATE FIELD’S 
WASHINGTON, Washington, D.C. 








[peraict oF OF COLUMBIA-—In its issue of Feb- 
hh PRINTERS’ INK = 


ruary ublish an 
article on the subject: “ What 


an ad- 
vertiser use to reach the people of the District of 
Columbia?” e invited 


Contributions ar from 
persons who deem Ghammnebven ot competent to pre- 
such an — = If = is made of any arti- 


to this invitation, due 
and our correspondent will 
be entitled toa year’s subscription to PRINTERS’ 
Ink in it for service rendered. 


FLORIDA. 


PY win In its issue of March 7th PRINTERS’ 
What pepe will publish an article oe the vonage nae 
r use 





rs shall an advert! 
erate Bie of 1 Florida? ” Contributions are in- 
from persons who deem themselves compe- 


If use 
b a S Erceae sent in, } 
tion, due credit will be give rre- 
spondent will be entitled toa year's 's subscription 
to Printers’ Ink in payment for service ren- 


icle. 





GEORGIA. 





T HE ENTERPRISE, — Ga,, all home 
print; 1,000 subscribe: 


ILLINOIS. 


\HICAGO—In its issue of March 28th PRINT. 
ERS’ 





y] Ink will publish an aoe on Fay sub- 
ject : “ What papers shall an rtiser use to 
"Contributions 


Fan the people of Chicago!” 
are invi from persons who deem themselves 
competent to prepare such an ee it i is 
made of any article sent in, in to this 
invitation, due credit will be given, oma our cor 
respondent will be entitled to a year’s subscrip 
tion to PRINTERS’ Ink in payment for service ren 


dered ie 
INDIANA. 


E PITOMIST. 
4 


oo KENTUCKY. 


K Set0cky STOCK FARM, eae. Dis- 
tinctively a breeder’s journal 


MASSACHUSETTS. 


WORDS, 6 times, 50 cents ENTERPRISE, 
4\ Brockton, Mass. Circulation, 7,000. 
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Will insert your ad free if we 


MICHIGAN. 
F RE a capa 30,000 every month. 
Sues a Mouth, Detroit, Mich. 


MINNESOTA. 


ee roe GLOBE, daily, 22,000; 2,000; Sunday, 30 , 30. wad Fy 
Kly, 20,000. rn office 17 
ple Court, on aot. C. E. ELLIS, 
D°xs reach the Skandinavians! MIN- 
TAPOLis: TIDENDE, yoy ee ay Minn., 
has 10,000 sworn circulation. Write 


The Housekeeper, Minzeapolis, 
pi. ft Pays Advertisers. 


MISSOURI. 


nh DES GLAUBENS, St. Louis, Mo. Est. 
850. Circulation 33,000. Brings results. 























7. HE HOME CIRCLE, St roe ib is the best 
advertising medium in the West. 
fished in soe month. 50c. per agate line Estab. 





ME EDICAL B p=! { pa vs 5 ED, St. Louis, has 
= 73 copies, guaranteed by by 
American her Di 


‘irectory, a large: 
tion ayes other y medical fournal intl in seca world. 














NEW JERSEY. 
THE EVENING JOURNAL, 


JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - (5,500. 
Advertisers find IT PAYS! 
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THE 


SUNDAY STAR 


Of WILMINGTON, DELAWARE, 





NEW YORK. 


St NICHOLAS. 
he Le Roy (N. Y.) GAZETTE is a first-class 
weekly newspaper. 
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4 hs trial lines 25c. in Watertown (N. Y.) 
LD—30,000 readers. 
OR any good business it will to 2 THE 
Fu CHRISTIAN ADVOCATE, New York cit 
XX] EWBURGH, N. Y. Pop. v cadiin 4 
newspaper,daily and ~ at. RS IC OURN AL 
gag a. le a oe on every even- 


4 ang, and WEEKLY everybody. 


circulation. 4 y Home paper. 








Is a live powspenet of 
IVE blished in a 
AL city of oa peo a, one 
on 
NEWSPAPER day "of leisure in a 
means muc! 
OF TO-DAY. a town where eve: 
To 





uf 
industry that keeps all vay during ¥ work days. 





| THE STAR isa non-parti-— 

LOCAL is Ce interteted in 
AND ——— —-, and 
NON-PARTISAN feeb Ss it thorough. 
This makes it an 








A COMPARISON 4a 


During 1898 the New York EVENING 
POST contained 25 per cent more cash 
advertising than any other evening 
to Nts in New York, a visible concession 
its superior value as an advertising 








ADVERTISERS «keep your eye on 
” 
GODEYS 
because the negting poblic are getting, 
“6 @& for the price of 1,”” 


which means—“ Practically your c oice of any 
American Periodical Free.” 


NORTH CAROLINA. 














( youre Home,40p. mo. Im tion jour 
Cir’n large, advg rates low. Hamlet,N.C 
PENNSYLVANIA. 
Pittaburgh PR EB has the circuia 
tion rating of any dai! that city, viz: 400,964, 





)ARK’S FLORAL MAGAZINE, Libonia, Pa. 

Monthly 100,000 proved circulation. Adver- 
tising office, No. 517 Temple Court, New York. 
C. E. ELLIS, manager. 


RHODE ISLAND. 





Civestiiien medium 
that no business man who wants ta r 
people of Delaware can afford to neglect. 


THE STAR has man; 





ad- 


THE b~ — -F In chan 
ADVANTAGES eral features it's really 
OF THE STAR.) Connecting ‘link be- 





Monday issues of the 
daily press. In addition to an the local and 
neral ey it oy — features 


at make it attractive to the general reader. 

It _ At. attention’ to all industrial 

matters; its current review of 

a tay Magen in noma Be it _ ab t 

and up: ate 5) iz page, 

woman’s page, Ww. A tee is Seetiibated | to by some 
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rtisan topics on 

ie writers 0! 


hot polit in which 

a ag gies 0. both 
n 8. 8 po ° ~ Hh... 
sides a show has been reat ond 


also been 
terested in it. 
with local topics of current interest. 
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‘HE NEWS, Providence, R I., every evening, 


7 
| ONE CENT. 10,000 circulation. 


WASHINGTON. 


@ BATTLE TELEGRAPH. 








LEGRAPH, the leading 
daily north of San Francieso. 


WISCONSIN. 


;)XCELSIOR, Milwaukee, Wis The leading re- | 
 ligious paper in Wi 


ISCONSIN AGRICULTURIST, Racine, Wis. | 


NL et BR i pa 


























Largest circulation of any English r 
in Wisconsin. — 
MANITOBA. 
TS MANITOBAN Lote A M e), Winni- 
peg, Man. Circ.,3,l16 ; largest, 9,000. 20c. a line. 





SOUTH AND CENTRAL 





AMERICA. 
JANAMA — AND HERALD —_. 
at Panama ; est. 1849. Eng ‘and — aid ons 


cover Mexico, ient. and So. America. 


ANDREAS & CO., gen. agents, 52 Broad a % J 











| Eestive features, #6 ies 
ractive features, 
BESIDES a —_ department Soe 
old and young, 
ALL little ; also chess and 
checkers, and a rary 
THE ABOVE. pogs: which includes 
ight, original and 
carefully selected sto 
ries, poetry, etc., etc. 
 peemnere Se cdvertianr ta, Ueace 
ive! 

PLENTY is plenty of time to read 
OF THE STAR. Itis delivered 
at o oes = the 
people ear! e 
TIME. morning HY the only 
a oy of leisure in the 
I eek, giving fifteen 
bones in which to read hs If one does not get 

to see itin the morning he may have a chance at 


it in the afternoon, or if he fails in the after- 
read it in the evening. So that 
everybody—each tee an the fami'y—has a 
chance to read it, an advantage that will Ay 
recognized by a wide-awake advertiser. 


Ask anybody in Dela- 
ware—any merchant or 
other business —- - 


AS TO 
ITS 
_ =. 


tive in 
All Rinesenietiens should be addressed to 


THE STAR PUBLISHING CO., 
WILMINGTON, DELAWARE. 


y who has 
anything to sell 9 ‘Dela. 
wareans should adver- 
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A KEEN OBSERVER once made a bet that 

gold sovereigns might be exposed for 
sale on London Bridge at a shilling each 
and not attract one purchaser in an hour. 


And he=-=-WON! 


ae 


A CASE IN POINT. 


I am widely known as a good printer! As the manager 
of the Printers’ Ink Press it is known that I use only the best 
material. I have observed that in buying Printing Inks 
printers uniformly pay more attention to a thirty-day post- 
ponement of pay-day than to a 30 per cent reduction in price. 
For four consecutive weeks I have offered in PrinTERs’ INK 


News Inks: 
Best in the World: 


Warranted ! 


At FOUR CENTS a Pound, 
in 500-Pound Barrels. 





to sell 


At SIX CENTS a Pound, 
in 25-Pound Kegs. 


CHECK WITH THE ORDER—EVERY TIME. 


I have received exactly seven orders, amounting to a total 
trade of $29.75; and yet my announcement has been read 
weekly by more than a thousand employing printers who pay 
twice as much for a lower grade of goods. 
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It was and is an experiment. My prices still remain 





500-pound Barrel at 4c., $20 00 
250-pound Barrel at 4<c., 11 25 


100-pound Keg at 5c., 5 00 
50-pound Keg at 5\<c., 275 
25-pound Keg at 6c., 1 50 











The goods are delivered at any railroad or steamboat in 
New York City, and satisfaction is guaranteed. 


Printers who will give their pressman half the amount they save in 
buying of me, will learn that the goods I send are the best News Inks he 
has ever used. 


I issue no circulars, have no specimens. 
All that I need is 
To see a copy of the paper to be printed, 
To know the kind of press used and 
The temperature of the press-room ; 
AND, 
MOST IMPORTANT OF ALL, 


A Check with the Order. 


i, A 


SATISFACTION 
IS GUARANTEED 
EVERY TIME. 


ADDRESS 
WM. JOHNSTON, 
MANAGER PRINTERS’ INK PRESS, 
10 SPRUCE STREET, 
New York. 
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Issued every Wednesday. Subscription 
: two Dollars a year By ne to 
: Dollars a hundred. back numbers. 


ited 
qaptee Sor or a larger number at three 
endred. 


by special assignment, a 
meee invite contributions from persons 
expect the return of un’ or 
to be paid for one contributions. 
GEO. P. ROWELL & CO., 
Eprrors anp PustisHers, 


Orricss: 
NEW YORK, FEBRUARY 14, 1894. 
PRINTERS’ INK’S CIRCULATION. 


Average for last 13 weeks, - 13,238 copies 
Last issue, - - 14,100 copies 


No. 10 Spruce Street. 











Mr. A, D. HOSTERMAN, president of 
the Hosterman Publishing Company, 
of Springfield, O., presides over large © 
interests in newspaper printing and 
: advertising in Ohio, Indiana and IIli- 
nois. At the annual meeting of the 
managers of the Associated Ohio 
Dailies, held at Columbus, Jan. 30 and 
31, Mr. Hosterman delivered an ad- 
dress, in which he took a rather un- 
usual position for a newspaper man to 
assume at a convention. He main- 
tained that the advertising agent is a 
valuable aid to the publishers, and that 
his services should be acknowledged 
and encouraged. Mr. Hosterman’s 
address is too long to be given entire 
in PRINTERS’ INK, but the substance of 
it has been reproduced on other pages. 

‘The advertising placed through ad- 
vertising agencies commonly brings a 
profit to the advertiser, and the tend- 
ency, as Mr. Hosterman says, is more 
and more in the direction of advertis- 
ing agencies. It may be set down asan 
axiom that the publisher who has a 
uniform price was never known, and 
never will be known, to have anything 
to say against advertising agencies, 
either in a convention or elsewhere. 

Mr. Hosterman announced: that 80 
per cent of all his advertising already 
comes from the agencies. 
experience of the great papers, and the 
percentage is growing. ‘The publish- 
ers who most complain of agencies are 
the little ones whose papers have no 
established price and with whom the 
principal agencies cannot often have 
profitable dealings. The agency busi- 
ness that these papers receive comes 
from agents of no more character than 
they themselves possess, and, as a con- 


This is the pape 
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sequence, the deal is commonly unsat- 
isfactory all around. ‘The agency 
strikes for the bottom price every time. 
The publisher who has but one price 
accords the bottom price to every 
agent. It is the publisher who charges 
$50 to one man for what he is glad to 
accept $15 from another, that goes 
almost crazy when a reliable agent 
sends him an advertisement for $15 for 
which he has usually received $50. 
This is the publisher who makes it 
unpleasant for the agent at the next 
convention, or would if the agent could 
listen to his remarks. 

Nine-tenths of the advertising to-day 
is done by less than one-tenth of the 
newspapers, and their dealings with 
the agencies are satisfactory enough ; 
but nine-tenths of the talk at news- 
paper conventions comes from the pub- 
lishers who never have, and never can 

t to have, any very extensive 
dealings with good agencies, because 
their papers are not of sufficient merit 
to attract any large amount of the 
trade. 

Publishers of important journals, 
such as Mr, Hosterman controls, 
usually listen to tirades at the conven- 
tion with an amused smile, and on 
going home and having a talk with the 
cashier note with satisfaction that their 
own dealings with the agents are quite 
satisfactory and increasing. 


GEORGE W. CHILDS. 


PRINTERS’ INK, in common with the 
press of the United States, expresses 
its regret at the death of a man who 
honored journalism. He had the finest 
perception of justice, was a man of 
gentle words, of kindly acts. He was 
by nature a gentleman. 


THE weekly illustrated paper, Zzfe, 
is a great success. A man who knows 
all about it says that it paid a net profit 
of $98,000 in 1893. Its advertising 
patronage only amounted to ,000, 
showing a profit on circulation alone 
of $32,000. Is there another news- 
tr in America that can show so 
large a profit of circulation? Is there 
another newspaper that received 
enough for circulation to pay expenses, 
even? If so, Prinrers’ INK would 
like to know what its name is and 
where its office may be found. 


Don’t wait until the last moment 
before giving your advertising order, 
Good work takes time. 
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Tue “‘ blanket sheet,” it is reported, 
is fast disappearing ; but an examina- 
tion of the better class of country 
weeklies proves -that many still adhere 
to the old form. The New Lisbon 
(O.) Patriot, for example, one of the 
oldest weeklies in the country, estab- 
lished in 1808, and apparently in a 
prosperous condition, is a four-page 
paper and each page measures 22x28 
inches. The Delaware Gazette and 
Findlay Courier are of the same size ; 
the Newark American and Ohio Trib- 
une are each 22x30, and there is a 
large number of equally large sheets in 
New York, Pennsylvania and the older 
Western States. The smaller pages 
among country weeklies are adopted 
generally by publishers who use from 
two to four co-operative pages to con- 
form to the rules of the various union 
printing companies. 


THE list of general advertisers just 
issued by the American Newspaper 
Publishers’ Association is the most 
thorough compilation of what may be 
called ‘‘a working list” that PRINTERS’ 
INK has seen. It is probable that 
copies may be obtained through mem- 
bers of the association. The advertis- 
ers named are all respectable and re- 
sponsible. In many cases the person 
or agency in charge of placing the con- 
tracts is named. It is believed that, 
with scarcely an exception, the people 
catalogued are readers of PRINTERS’ 
INK, and vastly benefited by its weekly 
teachings. 


Messrs. N. W. AYER & SON, of 
Philadelphia, announce that they will 
not issue any copy of their American 
Newspaper Annual in 1894. This 
book has, from its first appearance, 
been both the closest and the most re- 
spectable of all the imitators of the 
American Newspaper Directory, and 
its failure to appear with regularity. is 
noticed with regret. It is always a sad 
thing when parents outlive their chil- 
dren, or have occasion to note their 
gradual decline. 


THE best thing of its sort that has 


appeared this season is ‘‘ A Personal 
Interview Illustrated,” issued by the 
A. N. Kellogg Newspaper Company 
of Chicago, printed by the De Vinne 
Press, New York. It shows how the 
suave Mr. Vail, the outside man of the 
concern, not only secures a good order 
from an unknown advertiser, but 
touches him for the cigars also. 
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A HANDSOME percentage of the ad- 
vertising forwarded to newspapers from 
special agents in New York is handed 
in by the general advertising agencies. 
The special agents ave familiar with the 
field and are comm .aiy a convenience 
to the general agency. The paper repre- 
sented generally increases its price 
about 50 per cent, and advertisers meet 
the demand rather cheerfully than 
otherwise. As a rule an advertiser 
don’t stand very much upon a question 
of price, so long as he is convinced that 
he is paying no more than others must 
for the same service, 


A copy of PRINTERS’ INK of the 
issue of Wednesday, February 28, will 
be placed on file at every Young Men's 
Christian Association. reading-room 
throughout the United States and Can- 
ada. These reading-rooms are the 
resort of thoughtful young men. 
Every such reading-room ought to sub- 
scribe to PrinTERS’ INK and file it 
with regularity, for the teachings of 
the ‘‘ little schoolmaster in the art of 
advertising” are what the youth of to- 
day need to transform them into the 
successful business men of the future. 


P. T. Barry, Esq., of the Chicago 
Newspaper Union, entertained a lot-of 
newspaper business managers on the 
evening of Thursday, February 1, at 
the Columbus Club, in the Windy City. 
Mr. Barry presided, and so good was 
the dinner that the gentlemen present 
all listened to his speech without a 
word of protest. It is gratifying to 
read in .the /#ter-Ocean of the next 
day that some of the gentlemen present 
went so far as to ‘‘ make speeches to 
the same effect.” 


Mr. WILLIAM A. HUNGERFORD, 
business writer, well known in connec- 
tion with the advertising department 
of the Washington (D. C.) Zvening 
Star, announces that he will shortly 
commence the publication of a weekly 
journal, under the title of Progress, to 
be devoted exclusively to the subject of 
advertising in all its manifold ramifica- 
tions, and the advancement of the busi- 
ness interests of the city of Washing- 
ton. 


ToRONTO has 180,000 people and 
publishes seven daily papers. Every 
one of the seven has the largest circu- 
lation, and no human being can find 
out how many copies any one of the 
seven prints. 
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WITH ENGLISH ADVERTISERS. 


PEOPLE who think that class papers 
don't amount to anything should take 
a look at the Eiectrical World, New 
York City. It is supposed to print 
7,000 or 8,000 copies, and some one 
who knows says that it paid a net profit 
to its proprietor in 1893 of $120,000, 
and of $96,000 in 1892. 





THE publishers of the Cincinnati 
Tribune assure PRINTERS’ INK that 
that paper has the largest circulation 
of any Republican morning daily pub- 
lished in the Ohio Valley. This would 
seem to be assurance to be taken note of. 





Two papers have been discovered 
which do not allow the agent’s commis- 
sion to everybody that asks for it. One 
is in Brockton, Mass., and the other in 
Philadelphia. Is there a third? 





Tue Baltimore American is the 
oldest daily newspaper in the United 
States, so also is the Philadelphia 
North American. Both have the 
largest circulation. 





‘* PUDD’NHEAD.””— The Century. 


A CHEERFUL OUTLOOK. 


The Sunnyside Bulletin, a monthly 
journal, published in New York City 
and devoted to the interests of manu- 
facturers of undertaking supplies, con- 
tains the following editorial announce- 
ment: 

Trade improved wonderfully this month 
with all houses in this line, showing a decided 
gaininsales. That was to have been expected 
under any circumstancesand was predicted by 
the well-informed ; but, aside from the general 
stocking up of the retail trade, the mortality 
has been much greater, due to winter com- 
plaints, such as the grip, pneumonia, etc. 
Collections have also improved both in this 
and other trades, and there is a more cheerful 
feeling in all lines over the prospects of a 
good spring trade. 


IT WAS A WEDDING INSTEAD. 


CAUSE AND EFFECT. 

Mr, John D. Green, while East, will at- 
tend the funeral of his daughter, Miss 
Nellie Green, to Mr, C, A. Chase, which will 
occur at Pittston, Pa., a week from next Sun- 
day.—Superior City (Wis.) Evening Tele- 
gram, Jan, 27. 

The Evening Telegram particularly regrets 
the awkward typographical error which oc- 
curred in the social department of Saturday’s 
paper. It may be of some interest to some of 
the parties concerned to know that two print- 
ers are looking for other jobs in consequence 
of their blunder.—Suferior City (Wis.) Even- 
ing Telegram, Jan. 20. 





Why do we illustrate? ’ 
Because a picture is mentally quicker than 
the type.—H, Senior. 





So far as eighteen hundred and 
ninety-four has gone, there has been 
nothing exceptionally brilliant in the 
field of advertising, although it is 
reasonable to suppose that before long 
the old world will see some specimens 
of good pictorial work. Several of the 
well-known seekers of publicity are ad- 
vertising for meritorious illustrations 
which are to accompany the reading 
matter, and, to make it worth while, 
they are offering substantial sums as 
premiums, to those who care to sub- 
mit specimens of their work. 

* * * x * 

Hitherto the craft of writing ads as 
a means of making a livelihood has 
been domiciled principally in the me- 
tropolis, but there has been a rapid 
spread of this into the provinces of 
late, and it would appear that some few 
individuals who can with aptitude turn 
out pleasing jingles, and neatly worded 
announcements, are at present making 
a fair thing out of their labors in this 
direction. One of these with some in- 
genuity thus commences a puff on his 
own behalf : 

In adverse times advertise ; 
With perverse folks persevere. 
Success only comes to him who tries; 
Mark that this coming year! 

This little effusion is by no means 
perfect, but the play upon the words is 
undoubtedly original, while they are 
quite correct in expressing what the 
author intends, and this cannot be said 
of many similar products of the brains 
of poetic advertisers. Some examples 
are worse than shocking, and it is de- 
plorable to note some reputable houses 
blemishing their advertisements per- 
sistently with trivial little nothings, in 
the belief that they are furthering their 
business interest, while they more 
than likely only injure it. There are 
many, however, who believe that even 
a bad ad, if it evokes much criticism, 
proves of advantage in getting the 
goods which it relates to being talked 


about. 
* * * * ~ 


It is a matter for congratulation to 
advertisers in all parts that the snide 
people over here are rapidly relinquish- 
ing their nefarious practices, and this 
year it is already noticeable that very 
many of this fraternity have ceased to 
advertise altogether. Several reasons 
exist for this, and one is, that one or 
two prosecutions have recently taken 
place in connection with goods which 
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were, pu it as mildly as possible, 


swindles, vertising agents are very 
reluctant to refuse business, especially 
when the orders are accompanied with 
the requisite cash ; but it is better to 
do this than to have the profession sul- 
lied with lying advertisements, which 
act detrimentally on many other articles 
in addition to those with whose name 
they are associated. 
* * * * * 

So far as can be ascertained there 
will be much more magazine advertis- 
ing this current year than last twelve- 
month, ‘This is accounted for by the 
fact that this class of reading is gain- 
ing in public favor with great strides, 
and also for the simple reason that the 
proprietors of the several publications 
are making considerable efforts to 
please their subscribers, The idea of 
keeping the editorial and business de- 
partments separate is losing ground in 
Great Britain, and a few of the more 
enterprising magazine people are 
organizing in a way so as to make these 
two sections of their buildings work in 
conjunction, instead of being in a 
measure rivals. This is a step in the 
right direction. 

* * * * * 

The Strand Magazine continues to 
prosper in the way of circulation, and, 
therefore, commands a goodly share of 
advertising patronage. This, and the 
other publications emanating from the 
same house appear to have an innate 
appearance of prosperity, and this is 
largely due to the extremely honorable 
manner in which the management 
treat all who have dealings with them. 
They, perhaps, carry this too far, if 
this is possible, as the writer sent up a 
paper to one of their publications, in- 
closing the customary stamped envel- 
ope for a return of the manuscript if 
unsuitable; the article was accepted, 
and a remittance immediately made, 
the stamped envelope also being re- 
turned. 

» * * * o 

The electric belt cases continue to 
absorb a good deal of interest on the 
part of the general public, but they 
proceed but slowly. The exposure 
has had the effect of making a number 
of smaller fry, in the same line of busi- 
ness, close up their places of dusi- 
ness(?); they are probably seeking 
pastures new. They will require to 
invent something other than electrical 
appliances to entice the ducats from 
the public into their cash receptacles, 
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as they are too wide awake to be 
caught with anything of a similar nat- 
ure. Had the charges been unfound- 
ed, what a wonderful amount of adver- 
tising there would have been obtained 


gratis on Harness’ account. But these 
things don’t come off. 
* * * * * 


What may be safely termed a novelty 
in advertising methods has been per- 
petrated this last winter, and is still 
going on; ‘‘ tableaux vivants” always 
form a popular system of raising 
money for charitable objects, and the 
novelty referred to consists of a series 
of scenes being introduced under the 
cognomen of ‘* some familiar faces "— 
the familiar faces turning out to be re- 
productions of the best known adver- 
tising show cards and pictorial adver- 
tisements of well-known commodities, 
so that there is scarcély any one in the 
audience who does not understand the 
picture immediately the curtain rises. 
There are usually people who cater to 
the managers of such entertainments, 
anc. who provide the various costumes 
and other requirements, and it is these 
folks who have conceived the idea of 
getting advertisers to pay for the rep- 
resentations alluded to; this has been 
unknown to the amateurs getting up the 
entertainments, and consequently a 
little awkwardness has ensued. It will, 
therefore, be a short-lived manner of 
obtaining publicity. 

* ~ = * 

Another unique plan of procuring 
free advertising is going on at present, 
although it is quite unsuspected by the 
country editors, who are being taken a 
loan of, as the slang expression goes. 
The makers of a well-known embroca- 
tion, which is largely bought by those 
who engage in athletic exercises, and 
more especially by football players, 
have hit upon the idea of getting a 
local player to write to the editor re- 
specting the playing in a certain match, 
and recommending all to regularly em- 
ploy the article referred to to keep the 
muscles in good condition, and as all 
kinds of sport are given a good share 
of space in the news columns, the ed- 
itors are only too glad to get some such 
contribution regarding men who are 
known in the neighborhood. Truly, 
the tricks of the advertising trade are 
numerous. H. C. 





Joun L. Suutivan is now the editor of the 
St. Mary’s ~~ Anglaize County, Ohio, 
and at that office it is announced that job 
printing is neatly executed. 
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CONNECTICUT. 


Connecticut, with less than 5,000 
square miles of territory, being the 
smallest State after Rhode Island and 
Delaware, prints over 200 newspapers 
and had a population of 746,258 ac- 
cording to the last census. This is a 
greater population than is possessed by 
Maine, Colorado, Florida or Washing- 
ton; it is more than double that of 
Vermont, South Dakota or Oregon, 
and equals the combined population of 
Alaska, Nevada, Arizona, Wyoming, 
Oklahoma, Idaho, Indian Territory, 
Montana and New Mexico. 

The man who would spend money in 
advertising does it for the purpose of 
reaching the eyes of the people. He 
should seek regions, then, where people 
abound. In density of population 
Connecticut stands very near the top of 
the list. Advertisers often entertain 
the idea that in an experimental cam- 
paign it is wise to begin with a single 
State or section and advertise there 
thoroughly. This idea is based upon 
experience and common sense. If the 
advertisement proves profitable in the 
limited field the same experience may 
be counted on in a wider sphere. For 
such an advertiser, Connecticut pre- 
sents special advantages. Its people 
are prosperous. Its papers are good, 
and have circulations confined pretty 
rigidly within its own borders. There 
will be little waste circulation. This is 
an important fact, and few other States 
possess the same advantages to an 
equal degree. 

‘Towns of greatest importance are : 
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5,501 
Places marked + issue no paper credited 


Those 


with so much as 1,000 reg'lar issues. 


marked * issue none credited with 2,500 regu- 
lar issues. 
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The following is a complete list of 
Connecticut periodicals credited by the 
last issue of the American Newspaper 
Directory (1893) with regular issues 
exceeding 2,500 copies : 


Bridgeport Farmer D.& W. 
Evening Post Daily. 
Standard Daily. 
Union Daily. 
Sunday Herald Sunday. 

Danbury Evening News Daily. 
N.E. Medical Monthly 8 at iy. 
Prescription 

Hartford Courant D. ; ew. 
Post 
Times D. é Ww 
Connecticut Farmer Weekly. 
Globe unday, 

Meriden ournal Daily. 

Middleiown Herald Daily. 
Penny Press Daily. 

New Haven Register b.&S. 


Morning Journal 
and Courier Daily. 


Union 

Household Pilot M’nt ‘ly. 

Modern Queen M’nt’ly. 
Newton Bee Weekly. 
Norwalk How Weekly. 
Norwich Couley’ s Weekly Weekly. 

Courier Weekly. 
Waterbury American Daily. 

Sunday Herald Sunday. 
Wethersfield Farmer Weekly. 


The advertisers who will use but one 
paper in Connecticut will select the 
Hartford Zimes. An appropriation 
of five hundred dollars devoted to a ju- 
dicious contract covering a year’s ad- 
vertising in this paper will bring better 
results than twice the amount divided 
among a dozen or two of the best of all 
the others. Still the fact must not be 
lost sight of that no one paper, no 
matter how good, can be relied upon to 
reach all the people. 

There are so many good papers and 
prosperous people in this State that an 
advertiser will do well to study the 
merits of at least fifty, including dailies 
and weeklies. It may be safely stated 
that, aside from those that border on it, 
it will be difficult to select another 
State that it will not be wiser for an 
advertiser to omit altogether rather 
than cut down his appropriation for 
Connecticut. He must place his ad- 
vertisement where there are people who 
have the means to purchase his goods. 
This condition of affairs exists in Con- 
necticut to a pre-eminent degree. 


Opinion of a New London Man. 
Office of ‘* Tue Day,” 
New Lonpon, Conn., Jan. 24, 1894. t 
Editor of Printers’ ink: 

I note you invite competent persons to write 
upon what papers advertisers should use in 
Connecticut, etc. I hardly believe that there 
is a newspaper man in this State who can 
answer this question fairly andcorrectly. Few 
of them are sufficiently familiar with the 
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uliarities of the field to be competent 
judges. Most of them have only asuperficial 
knowledge of the circulation of the papers of 
the entire State. Many, in forming an esti- 
mate, would be swayed by sentiment or polit- 
ical sympathy. I am curious to learn what 
you will accept as a fair or important state- 
ment of the value of Connecticut papers to 
advertisers, I believe that you are better 
able, with the information of your office at 
hand, to forma competent opinion of the indi- 
vidual merits of Connecticut papers than any 
one who has not your experience. 
Tueo. BopEWwEIN, 
Publisher The Day. 


Opinion of Roger F. M. Andrews, of 
Stamford. 


I am convinced that the day has gone by 
when the advertising value of the country 
weekly is sufficient to enable it to compete in 
securing the patronage of live advertisers. 
The weekly paper that formerly was a first- 
class medium Bas decreased in value so that 
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the only ads they get are from far-away patent 
medicine men who are careless where theif 
advertisements are put. It’s not the excep- 
tion, but the rule, that the country weekly has 
lost its old-time hold. The weeklies that the 
e~ DO read are published in New Haven, 

rtford and New York, or else they are 
weekly editions of a —~ ! published in some 
large town and whose bright editor gives 
a column of locals, culled from the daily, to 
each village in the section of country of which 
the larger town may be the prosperous center, 

Why is it that the New York Sunday World 
has a larger circulation in Connecticut than 
any other New York Sunday paper? Simply 
because its ‘* Connecticut Edition ’’ page cun- 
tains some locals from nearly every town in 
the State, and it is fresh news, too, 

I think that among the papers of this section 
of the State the ideal advertising sheet is the 
Ansonia Sentine/, I never saw a more com- 
plete plant for a ** country ”’ daily and weekly, 
and I venture that the hundreds of people who 
every week look over its pages put a gc 
many dollars into the advertisers’ pockets. 








DANGEROUS ENTERPRISE. 


Great Statesman (after being called out of bed at 2 o’clock a.m., and graciously submitting 
to a long interview on ** The Tariff and its Tinkers’’ in a cold room)—And now, may I ask, 
my young friend, if you will pe | send me twenty copies of this interview when it appears 
in the great daily which you so ably represent ? 

Dear Y, F. (briskly)—O, this aint for no paper. You see, I belong to the School of Jour- 
nalism, and had orders to practice on a rush interview with some well-known politician, so I 
just came to see you. Much obliged, sir; good morning, sir !—7ruth, ; 





Tue American Co-operaTive ApvER- 
Tisinc Co., or New York Criry, 
New York, Feb. 8, 1894. } 
Editor of Printers’ Ink: 

Some one has put the name of our estab- 
lishment upon a list of the Co-operative Ad- 
vertising pany, of New York, and for 
nearly a year past we have been receiving 
daily anywhere from three to ten circulars 
from local membersof the company. All cir- 
culars are exactly alike, and are printed from 
the same plates, with the exception of the 
name of the local party, who, no doubt, pays 
a good price per th d for his circulars and 
throws away his money in sending them to 
firms like the one I work for, for our house 
does not send out anything whatever for dis- 
tribution by local distributors. It looks to me 
very much as though this Co-operative Ad- 
vertising Company is simply run for the profit 
that there is in supplying a stereotyped circu- 
lar to country jays, who will pay a good price 
for same and probably get nothing for the 
money they expend. 

As office boy it is my duty to empty the 
waste paper kets, and as tle contents 
thereof ure bestowed upon a meek, but indus- 
trious, Italian, I take the liberty of extracting 
circulars which have been cast therein during 
the past twenty-four hours, and herewith for- 
ward them to you, as invited in the inclosed 
announcement, which I have cut from your 


paper: 








likes to see what sort of | 


re, we want itt 
Tell your boy to save it for us! Send us every 
that have um wi a 


vi 
If what you send is a r 


Please o 
rs or others who use them for the 
soliciting ad 
wanted—not ordi business cir- 
culars. Address PRINTERS’ INK, 10 Spruce 
St., New York. 

I want that spoon you offer, and with the 
aid of the members of the Co-operative Ad- 
vertising Company I think I willgetit. Yours 
very truly, Senior Orrice Boy, 


Accompanying the above were eighteen of 
the co-operative company’s circulars, being 
from Ohiv, Texas, Kentucky, Pennsylvania, 
North Carolina, lowa, Michigan, New Jersey 
and Minnescta, not quite enough to secure the 
souvenir spoon for this week, but sufficient to 
show that if ** Senior Office Boy”’ will hold his 
gleanings a few days he will gather an aggre- 
gate large enough to make the spoon a cer- 
tainty. 

—_<+ 2 —_____- 
NOT A PATENT MEDICINE REGION, 
CarRRABELLE, Fla., Feb. 2, 1894. 
Editor of Printers’ Ink: 

Please send my copy of Printers’ Ink, now 
sent to Stillwater, Me., to Carrabelle, Fla., 
until further notice. Can you tell me one 
thing ? Since I arrived in Savannah and all 
through Georgia and Florida I have not seen 
** Ayer’s Sarsaparilla” or ‘‘ Hood’s on Top” 
in a single instance. ‘The only medicines ad- 
vortieed to any extent are Smith’s “ Bile 
Beans” and P, P. P Epwin B, Lorp. 














Mr, E. Rosewater now sells his twelve- 
page Omaha Weekly Bee for 65 cents a year. 





PRINTERS’ INK. 
HOW A MEDICAL JOURNAL SECURES A 
CIRCULATION. 


A Practical Medical Monthly. 
PuHILapevpuia, Pa., Feb. 5, 1894. 

We are sending 7he Medical World to 
nearly 3,000 prospective graduates of the 
various medical colleges in this country, and 
we are obtaining the home address of each, 
in order to continue 7hke World for about 
six months after they return to their homes; 
also efforts will be made to trace to their new 
addresses al! those who establish themselves 
in new locations, 

We consider it worth while to spare no rea- 
sonable effort and expense to reach effectively 
every one of these members of the future 

rofession, for they are our hope for the 

uture—not only in a professional way, but in 
a business way as well. Now, while their 
minds are impressionable, we want 7he 
Medical World to make such an impres- 
sion on them that they will cling to it as long 
as they practice medicine—perhaps for the 
next quarter of acentury.— From a Circular. 
a ERE > Ae 


TO ERR IS HUMAN. 


Editor of Printers’ Ink: 

I note the ants | in your issue of Feb. 7: 
“The Westerly, Rhode Island, Sus pu 
lishes a paper every Sunday evening. If 
there is another afternoon Sunday paper in 
existence, we don’t know where it is.”’ 

If you will refer to the issues of the Ameri- 
can Newspaper Direct for a number of 

ears back you will find that the New Or- 
eans /tem has been published every evening 
in the year, including Sunday. Asthis is one 
of the leading evening papers of New Orleans 
it is rather peculiar that it should have been 
overlooked. One Wuo Knows, 

New York, Feb. 8, 1894. 


THAT IS EXACTLY WHAT IS WANTED, 

AND DUE CREDIT WILL BE GIVEN. 

**THe WeEkLy News,” 
Mount Ayr, Ia., Jan. 23, 1894. 
Editor of Prixters’ Ink: 

Inclosed find $2, for which please send us 
Printers’ INK (renewal). We couldn't do 
without it. 

In your “‘ ready-made advertisements’’ we 
would like to see ads for harness, tombstones, 
agricultural impk nts and r s 

Do you wish ads sent in by any one who 


cares to write them? Yours wery iruly. 
& W.H, Beart. 


* THe Mepicat Wor.tp,” t 





’ 











BAD ADVERTISING. 
Iona, Mich., Feb. 1, 1894. 
Editor of Printers’ Inx: 

The inclosed ad of wheat flakes is a fair 
rival of that repulsive ad of former days 
headed in black type, 

BABY A MASS OF SORES, 
and accompanied with a cut which verified the 
assertion. 





Stor Tuat Scratcuinc! 
You've eaten enough Buckwheat 
Cakes! Try 
Dawson’s Peart WuHeEatT Fakes! 
The Finest Breakfast Dish! 








How the Dawson Company expect such 
advertisements to sell a breakfast food is a 
pertinent question, Yours truly, 
J. Q. Smrrx. 
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A ROUND-ABOUT METHOD. 
From J. L. Stack's Advertisers’ Bulletin, 
St. Paul, Minn. 

We wrote to the Post-[ntelligencer, of Seat- 
tle, some time since that any future advertis- 
ing orders for Pacific coast papers would be 
sent direct to save an unnecessary journey to 
New York and return of about 3,000 miles, 
and a consequent delay of a week or ten days. 


There was not a word in the letter which 
could be construed as in any way derogatory 
to their Eastern agent. We shortly thereafter 
received this letter: 
A. Frank RICHARDSON, 

Special General Agent. 

New York, Jan. 12, 1894. 
J. L. Stack Co., 

St. Paul, Minn. : 

What do you mean by your letter sent to 
the Post-/ntelligencer ? 

There is one thing dead sure, that you will 
never havealine of advertising in the Post- 
a except it comes (goes) Gueegh 

office, 
fou can write a letter to the Post-/ntelli- 
gencer every day in the week if you like, giv- 
ing me hell. Very yy ny oe 
FRANK RICHARDSON. 
STATEMENTS: UNDISPUTED AND 
OTHERS. 
The Butler County Democrat, of Hamil- 


ton, O., prints, concerning itself, "the follow- 
ing, alleged to be 


UNDISPUTED FACTS: 
The oldest paper, 
The largest pa: 
Most rea =] matter, 
Largest circulation, 
In Butler County. 
Sworn Circulation, 3}014. 
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atzeme> Advertise- 
French 


lars, h Booklets, 
rench tay 
French Pam ph 


French 
from lish and Ger- 
man. J 


mee FRENCH 
ADS. ii Nctre-Daine street, 


Arthur’ - 
«4 Peterson’s. 


500 Temple Court, N. Y. 


Vandercook Engraving and Pub. Co., 
= ————— nn 
Three methods of roving. filus 


ing, zine engraving, hal creey! 
trating of to ries, 
sues, fine souvenirs, Lag Publications 








wn, family histo 





catalog 
for oolleg lege annuals, board of trade publications. 
8) in half-tone engraving. 


peciali: 
407-416 Dearborn St., Chicago, Ill., U.S.A. 
The Deadly Parallel! 








Pope Rack Co., StI tals Mo. 








It then goes on to assert what it must know 
is not true, that the said circulation is “* largest 
of any paper in America in cities of 20,000 or 
under.’ 


Displayed Advertisements 
50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 


UPERIOR Mechanical Engra Photo Elec- 
S"troty, pe Eng. Co., T Now Chambers st. N.Y, 


TRADE MARKS. - 
Information and advice in relation to registra- 
tion free. Unsurpassed facilities. Want St 
GLasscock 














« & Co., Pat. Att’ys, Washington, D. 


RAPID ADDRESSINC. 
The only authentic Trade Lists, Envelo; 
Wrappers em C hurry by mac a 
james guaranteed correct. For 
ticulars address F. D. BEI 


AP, Prest., sie PSs 
Broadway, New Yo. 
Cc IRCULARS 


i oo, 000 Send for Samples. 
$30.00. fyiei iene 
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ILL PRINT, PERFECT, ’ * 
n PASTE AND FOLD 8 To 10,000 PR ESS. geet acta PareRs PER HOUR. 


CAMPBELL PRINTING PRESS AND MFG. COMPANY, 
160 William Street, New York: 884 Dearborn Street, Chicago. 
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Write to Me. 


Aren’t there some questions you'd like to ask about your advertising ? 
Is it paying as well as it ought ? 
Don’t you think that the calm, disinterested advice of a man who has 
made advertising his life’s business would be worth something to you ? 












I give advice, prepare plans—do the writing, too, if you like. 


CHARLES AUSTIN BATES, **xew'vor.””” 





THE STATE OF MICHIGAN, ———~7 


COVERED BY 


The Illustrated Sun, | +r 


FOR 


*« 4 Sunday Sun, | ,00 86 


WINTER & BAKER, - PUBLISHERS, 
DETROIT, MICH. 


7s average was struck by Geo. P. Rowell’s 

representative in Detroit from careful examina- 
tion of post-office and express receipts and circu- 
lation books. IT GIVES RESULTS. 


——_ @——_ 
ADVERTISING RATES. 
Yearly Contracts, = = 40c. Agate Line. 
Transient, = . = ‘goc * 66 
Reading Notices, co « FX * se 
For Special Discounts and Estimates for Advertising, address 
Ss. S. VREELAND, 150 NASSAU STREET, NEW YORK. 
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VOLUME 6 wwe 0 (wes) 
PRICE 25 CENTS PER YEAR 
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For direct results Comrort has given us far better re- 
turns than any other publication. —Himrod Mfg. Co., N.Y. 

We have tried nearly all the best mediums in this 
qanery: Lal ComForT ranks at the top.—Typewriter 

Headquarters, N. Y. 

In results from thirty.six_hundred pa 


rs, COMFORT 
= very high indeed.—Lyon & Healy, pears In- 
goats Chicago, Il. 
We fn d ComForT among the vey be journals.— 
Kayeer & limi, Paper ee. ete., iphia, Pa. 
received more returns from your ta than ‘a 
ennial Mfg. Co. 


any ewsive in the United States.—Ce 
Ch Tu. 


Comron =e nas of the bests mediums I have ever used.— 
Mme. Ruppert A 





mplexion S| 
ht hwy in aes — oat disaster, we are 
fify. urns from ComFrort.—Lake Erie 
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A chiel’s amang ye takin’ notes, 
And, faith, he'll aii it,—BuRNS. 


Yes, we'll print your notes in the 
highest style of the typographic art. 
The next time you want a job done 
in novel style send it to us. 


PRINTERS’ INK PRESS, 
WM, JOHNSTON, Manager, 
8 Spruce Street, - - 


% 


New York. 
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HE LAND OF 


ooo 


MIL HONEY 


Vwwe* 


MAY ADVERTISERS have an idea that Colorado produces only 

Silver—and snow-capped mountain peaks. Silver mining is 
only ONE of the numerous industries of the great Centennial State, 
the resources of which are almost unlimited. The comparative value 
of the chief products of Colorado for the past year is as follows: 


CIRCULATION PRODUCT 
Of the Wxex.y Sun for past 6 months. 





Agricultaral and 
Live Stock,. . . 


Silver, .... « « 17,797,890 
Gold, ..... ++ 8,000,000 
Leadand Copper, . 4,000,000 


Manufacturing, . 
City of Denver alone, t 30,000,000 


} 56,900,000 





The output of Gold for 1894 will proba- 
bly be several times that of 1893, as many 
rich discoveries have been made recently 
in new gold camps. 


20.. 25,2) 
Dec. 27....25,333 
Space more valuable than either Silver 
or Gold, 
AT PRESENT RATES. 


TEN ; 
Re EN CENTS PER AGATE LINE 3 


NO DISCOUNT FOR TIME OR SPACE. 














t= No newspaper in Colorado claims to have ONE-FIFTH 
the circulation of the Colorado Weekly Sun, and its regular 
weekly issue is fully FOUR TIMES THE COMBINED ISSUES 
of the other three Denver papers. 







Be sure that you have on your list for 1894 the 


ONLY BIG WEEKLY 
In the Rocky Mountain Region. 


For Statement of Circulation by States, Sample Copies, Space, etc., address, 


THOS, D. TAYLOR, 


, MANAGER EASTERN OFFICE, 
TRIBUNE BUILDING, NEW YORK CITY. 














¢@ FOR CITY OF DENVER USE THE DAILY AND SUNDAY COLORADO uM. | 















